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Key performance measures

Victoria's Regional Tourism Strategy 2013-2016 was released in December 2013 and fulfils a key commitment of Victoria's 2020 Tourism Strategy. This report card has been developed to highlight the key outcomes of the Strategy over the past 12 months.
	Performance indicators
	Measure
	2013-14

Target
	2013-14

Actual

	Visitor expenditure in regional Victoria (domestic overnight and daytrip)
	$ billion
	7.1
	7.5

	Visitor expenditure in regional Victoria (international overnight)
	$ million
	370
	368

	Brand Health – perception as a State that offers spa and wellbeing experiences
	ranking
	Maintain lead
	Maintained lead

	Brand Health – perception as a State that offers quality regional food and wine exper​​​iences
	ranking
	Increase lead
	Equal leader with SA

	Brand Health – perception as a State that has world-class natural attractions
	ranking
	Increase position
	Decreased position

	Page views of regional Victorian content through the Australian Tourism Data Warehouse
	million
	7.3
	5.8

	Participant satisfaction with Tourism Excellence initiatives
	per cent
	85
	Not reported (see notes page 3)

	Satisfaction with Tourism Victoria’s leadership (regional stakeholders)
	per cent
	Increase satisfaction (2013: 50%)
	Satisfaction decreased to 39%

	Regional tourism businesses with online booking capacity including real-time inventory availability and instant payment facility

	per cent
	(2012 measurement) 

 48%
	49%


Notes:

Visitation and expenditure:

For the year ending June 2014, regional Victoria experienced increases in domestic overnight expenditure (+6.4% to $4.8 billion) and nights (+10.2% to 39.0 million), above the national overnight regional average (by +3.1% and +2.9% respectively). 
Expenditure growth in regional Victoria was driven by both the interstate overnight market, up 18.3% year-on-year, and the intrastate market, up 4.7%.

Regional Victoria experienced strong year-on-year growth in international visitor expenditure (+23.8%), recovering from a decline the previous year. 
Brand Health: 
Victoria continues to lead as the State with a reputation for offering spa and wellbeing experiences. The number of respondents that could not associate any State or Territory decreased (-3% pts). 

Victoria retained its lead for offering quality regional food and wine experiences, but South Australia increased its ranking and is now equal leader. Victoria’s rating increased for intrastate respondents (+2% pts) and respondents from New South Wales (+1% pt) and decreased for South Australia (-2% pts) and Queensland (-1% pt) respondents. 
Victoria’s ranking in offering world-class natural attractions fell to 6th. Queensland’s lead remains steady, followed by Northern Territory and New South Wales. 
Australia Tourism Data Warehouse (ATDW):

The 2013-14 target was based on a forecast using an ATDW data collection methodology that is applied nationally. This methodology has been found to contain an error which overstated the total number of page views. The corrected data resulted in a decrease in the number of page views by approximately 10 million Australia-wide.

The actual number of page views of regional Victoria tourism content through the ATDW network in 2013-14 was 5.8 million, based on the corrected data collection methodology. As a result, the target for 2014-15 has been revised to 6 million page views.

Tourism Excellence satisfaction:

Since June 2012, Regional Tourism Boards (RTBs) have led the delivery of Tourism Excellence workshops and collected satisfaction data internally. As a result, a satisfaction report is not available.
Stakeholder Satisfaction Survey:
The stakeholder satisfaction survey conducted in February 2014 showed a decrease in the level of satisfaction with Tourism Victoria’s leadership. Respondents were asked to rate their satisfaction with aspects that relate to Tourism Victoria’s leadership including areas such as strategic direction and crisis support. 
Respondents from regional Victoria, including those classifying themselves as part of an RTB, rated higher “very or fairly dissatisfied” ratings against Tourism Victoria’s leadership than those based in Melbourne. (30% compared to 16%). The leadership aspects to receive the highest “fairly dissatisfied or very dissatisfied” ratings were; resources provided to support activities (33%, up from 28% in 2013), responsiveness to changing needs (32%, up from 27%), clarity of priorities (32%, up from 18%), and engagement and interaction with industry (28%, up from 24%).
Regional tourism businesses with online booking capacity:
This indicator has changed from “Regional tourism businesses on Australian Tourism Data Warehouse with online booking capacity”, which is not measurable. This has been replaced by “regional tourism businesses with online booking capacity”.
This measurement listed two figures – the percentage of operators that offer online bookings on their website, and the percentage of operators that offer instant, confirmed bookings and pay via their website. Together, these figures offer a measurement of the tourism industry’s online booking capabilities.

	Strategic Response 1: Marketing

	Actions
	Timing
	2013-14 Progress 

	Develop (in partnership with RTBs) and launch a multi-platform intrastate marketing campaign, highlighting the diversity of regional Victoria’s experiences, destinations, attractions and events. Targeting Victorians, both in metropolitan Melbourne and regional areas, the campaign will focus on a range of different life-stage groups, with an emphasis on the more distant regions.
	2013-2014
	Research on intrastate consumer insights were shared with RTBs during December 2013 and January 2014, and the broader industry.

Following research and feedback from RTBs a draft framework for activating the intrastate market has been developed. This framework will be finalised in 2014-15 to inform the development of the intrastate marketing campaign. 

	Continue to target Lifestyle Leaders in key intrastate markets and the various sub segments, as they relate to key experiences across regional Victoria.
	Ongoing
	Tourism Victoria, in partnership with Fairfax media, delivered an intrastate campaign ‘Our Patch’ to raise awareness of regional Victorian destinations, products and experiences among Melburnians. The $500,000 campaign aimed to build on the ‘Spotted by Locals’ campaign (implemented in 2012-13). 
The campaign was implemented during March to July 2014 and involved a two stage approach: 

· Stage one: A competition encouraged Fairfax readers and listeners to share their favourite experiences in regional Victoria. This was used in conjunction with Fairfax journalists’ experiences of regional Victoria to develop written articles, images and video.

· Stage two: Distribution and promotion of the content through the Fairfax network. 

The key campaign measures were reach and engagement:
· Nearly 600 Victorians participated in the competition, forming the basis of the articles in Stage Two of the campaign

· The print articles reached over 1.5 million people in Victoria including 45% of the lifestyle leader segment. In addition, the online content reached 175,635 unique visitors and achieved 433,994 page views, (target: 212,000 views)
· Consumers engaged with each online article for an average of two minutes, indicating a high level of interest. The online videos were viewed 11,993 times. These videos continue to be viewed on visitvictoria.com. Online articles and video were shared through social media 11,500 times. 

· The post-campaign evaluation indicated the total media value of the campaign was in excess of $1.4 million. 

	Continue to market the Melbourne surrounds regions interstate.
	Ongoing
	To continue to raise awareness of Victoria’s unique spa and wellbeing experience and to build on previous media partnerships, a dedicated magazine and online campaign was implemented to build awareness of Victoria’s spa and wellbeing experiences among Lifestyle Leaders in key interstate markets. 

The campaign activity included a number of media partnerships with key magazine titles across the fashion and women’s lifestyle sector as well as promotion of the Daylesford. Lead a Double Life campaign in lifestyle magazines. This was supported by social media and public relations activity as well as an extensive search engine marketing campaign
A full campaign evaluation is currently being compiled. However Mitchells and Partners has indicated that Tourism Victoria was able to secure additional media exposure value of approximately $900,000 over the investment value. 



	Leverage partnerships to promote regional Victoria with the travel trade, non-traditional partners and the media.
	Ongoing
	Tourism Victoria supported more than 100 domestic media familiarisations in 2013-14.
Tourism Victoria also worked closely with a range of television production houses to secure national broadcast exposure opportunities including significant coverage of regional Victoria via Matt Moran’s Paddock to Plate series, the Today Show, Sunrise, Getaway, Postcards, The Living Room and BBC’s Coast Australia. In addition, sponsorship/partnership agreements were established with Channel Nine’s Postcards, the Today Show, Channel Ten’s Masterchef and Channel Seven’s The Amazing Race, to support and extend regional marketing initiatives.

	Implement cooperative programs with RTBs to leverage state-wide initiatives and provide opportunities for broader industry participation.
	Ongoing
	In 2013-14 Tourism Victoria allocated $350,000 for cooperative marketing activity with RTBs. These funds were not fully expended due to a lack of suitable campaign options that met both the RTBs' and Tourism Victoria's objectives. 

Tourism Victoria will continue to work with RTBs to explore other opportunities for cooperative activities to develop in 2014-15. 

	Implement marketing activities (with a focus on Lifestyle Leaders) linked to State priorities, eg. Food and wine, spa and wellbeing, nature-based, arts and culture, and aboriginal.
	Ongoing
	Tourism Victoria again partnered with Postcards to secure three episodes profiling the State’s priority product segments of food and wine, arts and culture and nature-based experiences. Masterchef (Series 6) was again produced in Victoria, and included a range of Victorian destinations, including the Great Ocean Road region (Otways and the Bellarine), Daylesford and Mornington Peninsula. The series aired from May 2014. Tourism Victoria also partnered with The Amazing Race Australia (Series 3) to showcase Victoria’s nature-based experiences. The Great Ocean Road was the destination for the season finale.

Two new food and wine guides for Daylesford and the Macedon Ranges were launched in November 2013. The “Kyneton and Surrounds Food & Wine Guide” and the “Daylesford and the Macedon Ranges Food & Wine Guide” information on the region's restaurants, cafes, wineries and producers.

The 11th edition of the Wine Regions of Victoria guide was launched in August 2013. The Guide profiles Victoria’s wine regions and significant wineries, showcasing the abundance of food experiences on offer across the State. The guide is also available as a free smartphone application with additional interactive features such as a ‘wineries near me’ locator feature and itinerary planner.

Extensive Aboriginal tourism marketing activities to the value of $150,000 have taken place in key international markets including the United Kingdom and Europe. Regional and urban Aboriginal experiences were promoted through social media campaigns and print advertisements. Domestically, Aboriginal tourism experiences and product were featured in printed collateral and via audio visual displays at visitor touch points.

	Work with international student stakeholders to encourage visitation to regional Victoria.
	Ongoing
	Tourism Victoria continues to have ongoing discussions with the Department of Education and Early Childhood Development (DEECD) and the Department of State Development, Business and Innovation (DSDBI) International Education Unit to develop and drive international students and school groups to incorporate regional Victorian tourism experiences in their itineraries. Key educational tourism activities such as farmstay, cultural and heritage experiences, wildlife and nature protection programs are being promoted to this sector in order to enhance student experiences in Victoria.

	Continue to ensure international marketing of Brand Melbourne incorporates regional Victorian experiences and attractions, and enables leveraging opportunities for regional Victoria, with promotion of tailored packaging of new and existing products.
	Ongoing
	International marketing campaigns incorporate at least one regional Victoria experience or product strength to encourage visitors to disperse. For example, the Chinese language version of visitmelbourne.com heavily features Brand Melbourne imagery, and immediately directs visitors to regional Victoria, featuring Sovereign Hill and Phillip Island Nature Park under the heading “Melbourne Highlights”, underlining the short distance of these attractions from Melbourne.

Touring routes such as Great Southern Touring Route, Sydney Melbourne Touring and South East Touring Triangle, plus relevant individual regions and products, also contribute to and feature in targeted cooperative campaigns.

	Ensure there is strong regional participation in Victorian Government Super Trade Missions.
	Ongoing
	Participation in the Trade Mission Program is strong, especially when a dedicated tourism delegation is attending. Touring routes, regional bodies and individual tourism businesses attended a number of Government Super Trade Missions.


	Market Touring Routes to the more mature travel markets of Asia and long haul Western markets.
	Ongoing
	Touring routes feature in international marketing campaigns to Europe, North America and Asia. The major routes, including Great Southern Touring Route, Sydney Melbourne Touring and South East Touring Triangle, contributed to Tourism Victoria-led cooperative marketing campaigns in selected markets.

	Work in partnership with RTBs to develop regions’ international marketing strategies.
	Ongoing
	Workshops have been conducted with RTBs in Mornington Peninsula, Phillip Island, High Country and Yarra Valley to develop international strategies for each market.


	Strategic Response 2: Digital Excellence

	Actions
	Timing
	2013-14 Progress

	Increase capacity of local websites to contribute detailed destination content to the Australian Tourism Data Warehouse (ATDW), to be distributed directly to Tourism Victoria and Tourism Australia’s corporate websites, as well as over 100 other associated websites.
	2013-16
	The electronic contribution of destination information from local websites to ATDW has sometimes not been technically practical or suitable for display. Instead, Tourism Victoria meets periodically with local representatives to review content on visitvictoria.com and ATDW to ensure it is up to date and accurately represents each region and its key destinations. 

	Continue to roll out an events database and promote the distribution of the event content through as many digital channels as possible.
	2013-16
	With the gradual rollout of the Events Victoria database across State and Local Government partners, the number of Victorian events listed on visitvictoria.com and ATDW partner websites has increased from 1,350 in 2011 to 3,800 in 2013. From October 2013 to October 2014 approximately 3200 regional events have been listed on the database and 5000 Melbourne events. 

	Investigate the future business model for Visitor Information Centres (part of the Victorian Visitors Information Futures Project currently being undertaken), with a view to ensuring potential visitors are well serviced.
	2014-16
	Tourism Victoria commissioned an analysis of Visitor Information Centres in Victoria and distributed the report to all visitor centres. The report shows that, while visitors use technology for information pre-visit, visitor centres can provide local insights. The report also underlines the importance of collecting visitor statistics to determine long-term trends and impact of crisis on local industry.

Tourism Victoria continued to support accredited visitor information centres in 2013-14 through a general service agreement with the Victorian Tourism Industry Council for the professional development of staff.

	Lead technology adoption, through strengthening Tourism Victoria’s mobile digital assets with the establishment of regional mobile home pages on visitvictoria.com
	2013-14
	The establishment of regional home pages on visitvictoria.com was completed in December 2013.

	Promote cost effective consumer engagement strategies.
	2013-14
	Tourism Victoria developed and launched the mobile consumer site. The RTBs and industry representatives were shown information on making the most of mobile marketing and engagement strategies.

Tourism Victoria has also developed new social media and consumer database strategies to better integrate with regional marketing activity and manage cost effective consumer communications.

	Enhance communication through establishment of biannual meetings with regional staff responsible for digital management.
	2013-16
	Representatives from each of the RTBs attended Tourism Victoria’s Regional Digital Leadership Forum in May 2014. The next Digital Forum is planned for early 2015. In addition, Digital Strategy and Marketing sessions were held in one-on-one sessions with RTBs throughout the year.

	Continue to support the key digital industry training tool, the Tourism E-kit.
	2013-16
	E-Learning tools have been developed to extend the reach of the Tourism Excellence program. Eighteen video case studies have been developed over two years and have been posted on the Tourism Excellence website, as well as the Tourism Victoria corporate YouTube channel. 


	Strategic Response 3: Major Events and Business Events

	Actions
	Timing
	2013-14 Progress

	Work with the tourism industry to identify and support events that can generate economic and marketing benefits for regional Victoria with the aim of:

· Creating opportunities to increase visitation and/or yield

· Generating purpose driven travel

· Introducing new audiences to regional Victoria and encouraging repeat visitation

· Creating awareness of regional destinations

· Building a region’s association with core brand attributes

· Stimulating the intrastate market

· Stimulating travel to the distant regions
	Ongoing
	Tourism Victoria provided cooperative event marketing support in 2013-14 to 25 events throughout regional Victoria for $340,000 through the Tourism Victoria Events Program. The objectives of these funds are to increase visitation to regional Victoria, enhance the quality of the visitor experience, and enhance the reputation of Victoria as an events destination. 
Tourism Victoria provided an additional $150,000 through the Country Victoria Events Program to 47 events throughout regional Victoria. 
The objectives of these programs are to assist ongoing minor regional events to become self-sustaining, maximise economic and community benefits generated by these events, build the profile of regional events, attract visitors from outside the state, and encourage the development of a diverse range of events in regional Victoria. The events’ potential to achieve these objectives forms the basis of the selection and assignation of funding.

	Work with the Victorian Major Events Company, relevant Victorian Government agencies, Local Government and RTBs to maximize the tourism benefits from major events staged in regional Victoria
	2013-14
	Tourism Victoria works with the Victoria Major Events Company and a range of Government agencies and RTBs to maximise benefits from hosting Major Events in Regional Destinations. In 2013-14 Tourism Victoria leveraged the following major events held in Regional Victoria: the Bendigo International Collections, World Rowing Masters in Ballarat, Festival of Sails in Geelong, Australian Goldfields Snooker Open, the Rip Curl Pro and the Phillip Island Moto GP and Superbikes World Championships. 
Tourism Victoria leveraged these events through activities including media familiarisations, signage, inclusion of vignettes within broadcasts, filming at the events for social media campaigns and interstate advertising.

	Work with RTBs to articulate the role that events play in achieving tourism benefits for the regions
	2013-14
	Tourism Victoria has ongoing discussions with RTB Chief Executives in relation to their events strategies.

	Re-focus Tourism Victoria’s events funding program, including formal consultation with RTBs to align State and regional priorities
	2013-14
	Tourism Victoria consults RTB Chief Executives in relation to all applications from their regions for CVEP and TVEP. 

	Develop standardized post-event evaluation measures for events funded through TVEP
	2013-14
	Standardised post-events evaluation measures are in use with events funded through TVEP
Events funded through TVEP are required to submit final reports addressing performance measures against grant funding criteria. 

	Work with Tourism Research Australia to enhance existing event evaluation tools that measure the economic value of regional events
	2013-14
	Tourism Research Australia, in partnership with all State Tourism Organisations (including Tourism Victoria), are in the process of upgrading Encore, the existing event evaluation tool. 

	Review the effectiveness of the Regional Business Events Program in attracting business and conference events to regional Victoria. If renewed, Tourism Victoria will strengthen the link between the Business Events Program and RTBs.
	
	A review of the Regional Victoria Business Events Program 2010-14 was conducted and found that:

· There is a continued need for the Program due to the lack of a single coordinated strategy to promote regional Victoria as a business events destination.

· The capability of regional Victorian councils to secure business events to their area remains variable.

· The proactive business development function of the Program, in addition to the significantly improved collateral and online presence of Business Events Victoria (BEV), has delivered around $6.157 million in economic impact to regional Victoria over the life of the program.

The review recommended that the program be renewed, and BEV was again contracted to deliver the program. 


	Strategic Response 4: Investment Attraction and Infrastructure Support 

	Actions
	Timing
	2013-14 Progress

	Continue to work with the private sector to encourage the expansion of existing and attraction of new, tourism investment infrastructure and attractions to Victoria.
	Ongoing
	Tourism Victoria is in the process of assisting Sovereign Hill with an Expression of Interest (EOI) for a hotel opportunity and has met with a prospective partner regarding the demand drivers for the development that would ensure the project is commercially viable.

Tourism Victoria provided Mornington Peninsula Shire Council with an assessment of the tourism value of the proposed Arthurs Seat Skylift.

Tourism Victoria has also provided a tourism value assessment for a hotel proposal at Peterborough with a proposed 40 room facility over 2 levels. 
Construction is under way on the Marysville Vibe Hotel which is due to commence operations in early 2015. Tourism Victoria has been working with the Marysville local advisory group and Vibe Hotel to develop a plan for a two-phased marketing campaign to raise awareness of Marysville and leverage the opening of the Vibe Hotel.
Tourism Victoria has provided investment mentoring and advice to the Silverwoods Golf and Resort in Yarrawonga and the Mildura Marina Hotel in Mildura as part of the program to seek investment partners and operators. On-going assistance is being provided to review and refine the development concepts to an investment ready stage.

	Work with the private sector proponents who are seeking to attract capital to realise their investment projects. 
An information memorandum framework will be provided to proponents seeking support from the Victorian Government, Tourism Australia and Austrade to support them in achieving investor-ready status to be included in Tourism Australia investment opportunities.
	2013-14
	A draft memorandum framework has been completed and the pilot program for testing with the private sector is underway.

	Facilitate and support the upgrade of existing tourism attractions that meet the needs of the international market.
	2013-14
	A number of projects, such as the hotel opportunity at Sovereign Hill, will meet the needs of international markets.

	Provide strategic tourism expertise and advice to Government agencies, to assist in the development and delivery of master plans and other public and private sector investment opportunities, to assist in the growth of the tourism industry’s contribution to the regional Victorian economy.
	Ongoing
	In July 2013, Tourism Victoria met with Flagstaff Maritime Village stakeholders to discuss a draft master plan for the site. The plan will assist Council and State Government in determining the potential level of funding support that may be required for the attraction and its ongoing sustainability. 
Work commenced with Parks Victoria on the development of the master plan for the Shipwreck Coast. The draft document highlights development opportunities associated with Crown land and National Park precincts along the Coast. 
A master plan has commenced for the Falls Creek to Mount Hotham Alpine Crossing. The master plan will identify public and private sector investment opportunities to deliver a nationally significant alpine walking experience that includes overnight accommodation. Tourism Victoria is partnering with Parks Victoria, Regional Development Victoria (RDV) and Tourism North East to progress the project. 
Tourism Victoria worked with Parks Victoria and Grampians Tourism to finalise the Grampians Peaks Trail Master Plan, which has been released. It includes a number of private sector investment opportunity settings and documents the infrastructure required and the trail alignment. 

	Support appropriate developments, aligned with destination management plans, to attract high yield visitation to priority areas including the Great Ocean Road
	Ongoing
	Tourism Victoria worked with the City of Greater Geelong and RDV to outline a business case for the Geelong Mineral Springs Bath House project. 

	Support the development of Aboriginal projects such as Budj Bim, Tower Hill and Mildura
	Ongoing
	The Budj Bim Master Plan was released in March 2014. A range of tourism investment proposals are being considered with more local initiatives earmarked. The report identified both public and private investment opportunities on the site.

State Government funding has been provided for a business plan for Tower Hill.

	Work with the Department of Environment and Primary Industries (DEPI) to identify Crown land suitable for private sector investment. Support DEPI in current and future EOI processes for tourism investment on Crown land and National Parks.
	Ongoing
	During September 2013 an Interdepartmental Working Group was formed to implement the Guidelines for Tourism Investment Opportunities of Significance in National Parks. Tourism Victoria assisted DEPI with tourism investment advice to progress the guidelines’ implementation. 
In December 2013, work commenced with Parks Victoria on the development of the master plan for the Shipwreck Coast which includes development opportunities identified on Crown Land – National Park sites. This will be the first stage in being able to engage with the private sector to facilitate private investment on these sites. 

The Point Nepean National Park Project completed the request for tender process and invited short listed proponents to submit requests for proposals. In June 2014, Tourism Victoria in cooperation with DEPI assessed the Point Nepean National Park EOI proposal. A lease for this project was finalised in late 2014.


	Strategic Response 5: Industry Development

	Actions
	Timing
	2013-14 Progress

	Commission a review of the RTBs
	2014-15
	Review due to be completed end of 2014, with results disseminated in early 2015.

	Continue to support the RTBs in accordance with their core areas of responsibility
	Ongoing
	Tourism Victoria supports RTBs with their core areas of responsibility. The Review of RTBs and Destination Management Plans (see above) will assist with directing future focus and activity.

	Convene bi-annual forums for Regional Tourism Board Chairs and Chief Executives
	2013-14
	Two forums were part of the RTB engagement schedule for 2014. This will continue into 2015.

	Establish a Regional Coordination Unit in Tourism Victoria
	2013-14
	It was decided that the establishment of a Regional Coordination Unit would not proceed, as the functions of the proposed unit are already carried out across Tourism Victoria divisions.

	Assign senior managers as ‘Account Managers’ of RTBs
	2013-14
	Senior Tourism Victoria executives and managers have been assigned as Account Managers of RTBs.

	Industry Structures

	Encourage RTBs to review and implement the most effective and cost efficient tourism structures for their region
	Ongoing
	RTBs manage their regions on an individual and ongoing basis, supported by Tourism Victoria.

	Regional Tourism Partnership Program

	Implement the Regional Tourism Partnership Program
	2013-16
	The Regional Tourism Partnership Program commenced in 2013-14. This three year program was developed to continue the streamlined approach to working with Regional Tourism Boards, local government and industry. The program aims to bring together all available resources, knowledge and expertise to coordinate and maximise the best possible tourism outcomes for regional Victoria. 

Following funding announcements, RTBs provided Tourism Victoria with one year action plans and entered into a General Service Agreement (and Brand Licensing Agreement) with Tourism Victoria. These plans will be renewed each year.


	Workforce Development

	Work with other Government agencies and industry bodies with responsibility for workforce development to address tourism labour issues
	Ongoing
	Early in 2013-14, content designed for employers, employees and those entering the tourism workforce was included on Tourism Victoria’s corporate website. In addition, a range of newspaper articles and case studies were prepared and distributed.

During the year, Tourism Victoria, Austrade and KPMG worked in collaboration with local industry, Regional Tourism Boards and local councils to develop, finalise and begin implementation of the Mornington Peninsula and Phillip Island Tourism Employment Plan.

	Develop practical solutions for workforce development issues through implementing recommendations from the Tourism Employment Plan pilot for Mornington Peninsula and Phillip Island
	2014-15
	The Tourism Employment Plan for the Mornington Peninsula and Phillip Island was finalised and released in May 2014.

Five out of eleven recommendations have been implemented so far.

	Evolve the Tourism Excellence program through:

· Developing e-learning tools to extend the reach of the program

· Developing a communications strategy to promote Tourism Excellence and to increase the uptake of programs

· Developing a brand toolkit for key stakeholders including RTBs to utilise in communication with the local tourism industry

· Working closely with Tourism Australia to achieve greater integration between the Tourism Excellence and Commonwealth programs

· Exploring a partnership with Trip Advisor to assist industry in harnessing the benefits of this medium in relation to customer feedback and

· Developing a dedicated international mentoring program to fast track businesses entering the China market.
	2013-14
	E-Learning tools have been developed to extend the reach of the Tourism Excellence program. Eighteen video case studies have been developed and posted on the Tourism Excellence website, as well as the Tourism Victoria corporate YouTube channel. Further Tourism Excellence tutorials are planned for development.

A communication plan was implemented with each of the 18 case studies featured (one at a time) in the Tourism Victoria Industry newsletters. 

The Tourism Excellence brand tool kit has been completed and has been provided to the Regional Tourism Boards for inclusion in their Tourism Excellence program delivery.

Discussions have taken place between Tourism Victoria and Trip Advisor and are ongoing.

An Eastern hemisphere international mentoring program, including the China market, was conducted in 2013-14.

	Destination Management

	Encourage all regions to develop destination management plans.
	Ongoing
	All regions have commenced or finished developing destination management plans.

	Crises Management

	Maintain Tourism Victoria’s strong formal and informal working relationship with the emergency service agencies and related Victorian Government departments (planning, communications and operational).
	Ongoing
	A forum with RTB executives regarding crisis planning and relationship building for these events occurred in October 2014, together with individual briefings to boards.

	Conduct crises management training for regional tourism managers and local tourism officers, based on the Destination Crisis Management Planning Guide for Destination Managers, including learnings from previous crisis events.
	Ongoing
	The Crisis Management Planning Guide was completed and distributed. Workshops were also held with individual regions.


Priorities by region

	Daylesford and Macedon Ranges

	Actions
	Timing
	2013-14 Progress

	Further development of current product and experience strengths to reinforce the region’s association with spa and wellbeing and food and wine
	
	Daylesford Macedon Ranges (DMR) RTB has continued to promote the region’s spa and wellbeing strengths. Enhancements to the current range of spa and wellbeing products and experiences continue to take place. The RTB has established an Industry Development role to work with the food and wine sector to further strengthen the region’s positioning.

	Focus on attracting investment, with an emphasis on larger scale accommodation and the attraction of groups and business events
	
	Tourism Victoria has assisted with private and public sector projects in the region, including those developing business events facilities and related accommodation.

	Undertake nature-based tourism product development, including walking and cycling trails to leverage present positioning in spa and wellbeing
	
	Preliminary research to underpin a Destination Management Plan and Product Gap Audit has been completed. 

	Continue the Daylesford. Lead a Double Life spa and wellbeing campaign, leveraging on the positioning achieved to date.
	
	An interstate spa and wellbeing campaign was launched focussing on Victoria’s natural mineral springs and geothermal waters. Partnership activity resulted in the Daylesford. Lead a Double Life advertisement being placed in lifestyle magazines, supported by social media and public relations activity.


	Gippsland

	Actions
	Timing
	2013-14 Progress

	Support nature based infrastructure development, including investment in national parks such as the Tarra Bulga tree-top walk, Coastal Wilderness Walk and the Gippsland Lakes.
	
	Tourism Victoria has worked with the East Gippsland Shire Council to advance projects associated with the Gippsland Lakes. A feasibility study was completed regarding the development of boating infrastructure and an accommodation precinct at Lakes Entrance.

A scoping study and business case has also been completed for the Coastal Wilderness Walk. A Gippsland Lakes Ecotourism Action Plan is currently being developed by Destination Gippsland.

	Infrastructure upgrades to water based facilities, including marinas and ocean access points.
	
	Project assistance was provided on water-based facility developments such as the Old Slipway, Lakes Entrance, and the Metung Marina, amongst others.

	Promote a cooperative and streamlined approach to digital marketing management, including listings, images and content with Tourism Victoria’s website
	
	There has been a significant increase in the quality of listings, images, video and branded content and packages on the Gippsland section of the visitvictoria website. Regular reviews are now scheduled regarding digital content between Tourism Victoria’s web team, Destination Gippsland and regional stakeholders. 

	Assist industry to participate in and expand understanding of e-marketing and e-booking opportunities, with a focus on building e-booking capacity of accommodation in Wilsons Promontory National Park
	
	Destination Gippsland is undertaking a Creating Smart Connections e-booking improvement project that aims to mentor 150 individual businesses. 
Parks Victoria have launched an online booking system for its key products including Wilsons Promontory National Park camping and roofed accommodation. www.parkstay.vic.gov.au/wilsons-promontory-national-park#/accom/33314 

	Progress development of an accreditation system across the Gippsland region to promote Tourism Friendly Towns
	
	Planning and consultation is well underway for the Gippsland Tourism Town Excellence Awards, which will award towns across the region in three categories for service standards. This program will be launched by June 2015.



	Identify and grow high quality regional tourism events.
	
	Support has been given to the new Australian Adventure Festival to be held in East Gippsland, which will commence in late 2015. The Walhalla Vinter Ljusfest has also received marketing and financial support as an event with the potential to grow visitation and yield over winter.


	Goldfields

	Actions
	Timing
	2013-14 Progress

	Continue to evolve The Goldfields – Australia’s Premier Heritage Region project, including development and implementation of a project investment model. This could include or be supported by:

· Heritage townships, streetscapes and tourist facilities;

· Touring routes, tracks and trails; 

· Telling the Goldfields stories through contemporary signage and genealogical tourism products;

· Developing a suite of high quality events; and

· Leveraging of the World Heritage listing for the Castlemaine Diggings
	
	The final report (including the Summary Report) for the Inquiry into the Heritage Tourism and Ecotourism in Victoria was tabled in Parliament on 3 September 2014. The Government's response to this report will provide guidance to Tourism Victoria and to RTBs on approaching heritage investment projects.

The Regional Tourism Board co-ordinated region-wide advocacy and representation, to the Inquiry into Heritage Tourism and Ecotourism in Victoria focussed on the Goldfields – Australia’s Premier Heritage Region project and facilitated and organised its visit to the Goldfields region. A meeting took place with Regional Development Victoria (RDV) and key Councils to maximise investment strategies for individual heritage townships and streetscapes.
The Goldfields Way touring route connecting Ballarat and Bendigo was agreed, signed and launched.
Targeted advocacy and public relations for the Goldfields Track was undertaken. The Track is now listed as a State Significant Track in Victoria’s Trails Strategy 2014-2024. 

A partnership with the National Trust of Australia (Victoria) was developed with agreement to introduce a Heritage Festival in 2015.
A workshop was conducted and strategic alignment and advocacy undertaken in respect of World Heritage Listing of the Castlemaine Diggings.

	Develop ‘soft’ tourism regional history and cultural product experiences for international markets, commencing with China.
	
	The region continued to develop and expand its successful Tourism Excellence programs. An industry workshop was conducted in Bendigo to develop and refine international marketing strategies.
Targeted and expanded regional focus in Victoria’s Cultural Tourism Guide resulted in the Goldfields having the strongest regional presence in the Guide in 2014.

	Extend yield and dispersal in domestic markets through better regional connectivity
	
	Significant progress was made in Regional Destination Management Planning with the completion of the Ballarat and Villages Destination Management Plan (DMP), and subsequently commencement of the Bendigo and Surrounds DMP.
Marketing strategies to establish hub and spoke approaches to increase yield and dispersal from Ballarat and Bendigo into surrounding villages were developed and implemented. Regular meetings with municipal tourism managers were conducted to refine and further develop these strategies. A planned cross-regional public relations and marketing campaign was developed and implemented. A regional strategic focus on maximising connectivity through touring routes, tracks and trails was also implemented.
Agreement was reached with Ballarat and Bendigo Regional Tourism and municipal tourism managers for a co-ordinated approach to visitor servicing across the region to be developed in 2014/2015.
Continuing support was provided to the Advancing Country Towns project for Clunes, Creswick and Talbot, especially the Transforming Tourism initiative 

Planning commenced in partnership with Daylesford Macedon Ranges RTB for a leading edge symposium on Tourism and the Creative Economy based on current UNESCO research findings. This symposium is to be conducted in 2015.
Strategic input was provided for the review of the Loddon Mallee Regional Strategic Plan and the Loddon Mallee and Grampians Regional Growth Plans.

	Develop high end accommodation and continue building food and wine offerings.
	
	Tourism Victoria is assisting Sovereign Hill with an Expression of Interest (EOI) process for a hotel opportunity. 

Targeted promotions of Goldfields food and wine offerings were rolled out in 2013-14, including a winter radio and social media campaign focussing on Ballarat region’s food and wine has delivered significant benefits.
A targeted regional Visiting Journalists program was designed to build on identified strengths and development opportunities, including in food and wine product.

	Develop the region’s online presence through integrated digital platforms
	
	Further development of digital strategies and synergies, in both Ballarat and Bendigo sub-regions, has occurred, ensuring responsiveness to local needs.
A smartphone application showcasing the food and wine industry of the Bendigo region was developed and released. The Bendigo Region Food and Wine Fossicking app is available to download from the Apple App Store or Google Play.
Planning for implementation of the Ballarat Digital Strategy has taken place for rollout in 2014-15.

	Support the Victorian Goldfields Tourism Executive to provide leadership and set direction as the regional peak tourism organisation
	
	Ballarat Regional Tourism and Bendigo Regional Tourism partner with the Victorian Goldfields Tourism Executive to deliver high quality strategic tourism development outcomes for the Goldfields region. Tourism Victoria offers continuous support for the Victorian Goldfields Tourism Executive through participation in forums with RTB Chairs and Executives.


	Grampians

	Actions
	Timing
	2013-14 Progress

	Support the continued development of the Grampians Peak Trail to become a long-distance walking experience of international standard
	
	Tourism Victoria worked with Parks Victoria and Grampians Tourism to finalise the Grampians Peaks Trail Master Plan, which has been released. It includes a number of private sector investment opportunities.

	Encourage investment through reforming planning and zoning regulations relating to the Halls Gap township precinct and Grampians Way.
	
	Funding was provided for a master plan for Halls Gap, which will inform future tourism investment. 

A scoping study has been completed for the Grampians Way development project. Discussions with RDV on implementing the recommendations of this study are ongoing.

	Support the development of high and medium yield accommodation, restaurants and retail businesses to complement existing successful product, e.g. Royal Mail Hotel.
	
	Tourism Victoria has worked with private sector stakeholders to encourage new investment to accompany the product strengths of the region.
The Destination Management Plan has been completed, which includes high-yield accommodation investment options in Stawell and Halls Gap.

	Continue to promote and position Aboriginal and cultural tourism experiences
	
	Aboriginal experiences in the Grampians were featured in marketing campaigns in Europe and United Kingdom.

	Develop the region’s online presence and encourage the local industry’s e-marketing and e-booking capacity through a common digital platform
	
	The tender for this project was developed and a contractor engaged. The project is on track to be completed by June 2015. Funding was sourced via the Bushfire Recovery Program. 


	Great Ocean Road

	Actions
	Timing
	2013-14 Progress

	Implement new Great Ocean Road tourism industry structure to provide greater certainty to industry and stakeholders.
	
	Great Ocean Road Regional Tourism was established in November 2013, with the support of the majority of Local Government Councils.

	Support the development of appropriate visitor experiences and accommodation along and in the south west coast region (Shipwreck Coast) to encourage dispersal beyond the icons of the Great Ocean Road.
	
	The forthcoming completion of the Shipwreck Coast Master Plan will inform future investment opportunities to encourage visitors to the Great Ocean Road region to disperse. This will be supported by the development of the Great Ocean Road Strategic Master Plan

	Support the development of a master plan and subsequent implementation plan for the Shipwreck Coast region to identify opportunities for private sector tourism investment. DEPI to consolidate and release an EOI process for the Crown land sites identified through the master planning process for private sector investment.
	
	Work commenced with Parks Victoria on the development of the master plan for the Shipwreck Coast. The draft document highlights development opportunities associated with Crown land and National Park precincts along the Coast. 

	Continue to advocate for the development of Avalon Airport as an international airport.
	
	Discussions have been held with the Commonwealth Government in conjunction with the owners and management of Avalon Airport. 

	Investigate opportunities to increase the value of cruise shipping to the region
	
	The first cruise ship visited Portland in March 2014. Four ships will visit Portland in 2015. 

Tourism Victoria hosted visits from P&O Cruises Australia and Abercrombie and Kent to enable the cruise line to explore shore excursion opportunities.

	Support further development of Geelong waterfront precinct, including the Geelong Convention and Exhibition Centre and Eastern Beach Spa Complex.
	
	Tourism Victoria has been involved in discussions regarding the development of the waterfront precinct, including meetings with specific private and public sector stakeholders.

	Maintain and upgrade the Great Ocean Road to preserve it as a key infrastructure asset and iconic touring route.
	
	Commonwealth and State Governments committed funding in 2013/14 to upgrade the Great Ocean Road over five years. The Victorian Government also allocated $50 million as part of the 2014-15 budget to improve the safety of the Great Ocean Road. GORRT has identified the need for ongoing recurrent funding to maintain and renew to ensure long term sustainability.

	Continue to develop nature based tourism infrastructure through facilitating private sector investment. Priorities include accommodation and attraction development along the Great Ocean Road, the Great Ocean Walk and Aboriginal tourism experiences. Geothermal and wellness development opportunities on Crown land or National Park sites are also to be considered priorities
	
	The implementation of the Tourism Investment Opportunities of Significance in National Parks Guidelines, and Victoria’s Trails Strategy 2014-24, will be of use in outlining future direction for nature-based tourism infrastructure and appropriate private-sector development.

The Shipwreck Coast master plan highlights development opportunities associated with Crown land and National Park precincts along the Coast, including the Great Ocean Road and the Great Ocean Walk. The master plan focuses on lookout facilities and accommodation, as well as developing Visitor Pods with educational materials on Aboriginal culture heritage.

Great Ocean Road Regional Tourism is in the process of developing a tourism Master Plan. This plan will identify products gaps and opportunities with an emphasis on maintenance and renewal of existing assets as well as development of affordable achievable products that can build length of stay and yield. Initial work undertaken with local governments included a review of major initiatives and has been included for discussion in the consultation of the plan.

	Advance master plan for Budj Bim that achieves a commercial outcome which is viable for the investment and Aboriginal community
	
	The Budj Bim Master Plan was released in March 2014. A range of tourism investment proposals are being considered with more local initiatives earmarked. The report identified both public and private investment opportunities on the site.


	Mornington Peninsula

	Actions
	Timing
	2013-14 Progress

	Support tourism infrastructure and product development that encourages the attraction of business events to the region. 
	
	Assistance with facilitating private sector investment is ongoing, targeting international investors for key product strengths in the region.

	Support appropriate tourism development at Point Nepean that facilitates a year round vibrant destination with multiple uses that will preserve the experience of key historic buildings as well as providing new tourism experiences
	
	The Point Nepean National Park Project completed the request for tender process and invited short listed proponents to submit requests for proposals. In June 2014, Tourism Victoria in cooperation with DEPI assessed the Point Nepean National Park Expression of Interest (EOI) proposal (currently at the second stage). A lease for this project was finalised in late 2014.

	Promote initiatives that enable regional dispersal from Melbourne and the interconnectedness of the Mornington Peninsula, Phillip Island and Great Ocean Road regions
	
	Tourism Victoria has assisted, where appropriate, in facilitating more ferry services between Melbourne and the Port Phillip Bay-side regions. This action is also supported by the South East Touring Triangle a joint venture touring route with three regional tourism boards and Tourism Victoria.

	Leverage and maintain current brand positioning of food, wine and farm gate products through marketing and industry development activities.
	
	The WineFoodFarmgate program won a state tourism award for marketing. This program has achieved outstanding success for food and wine tourism in the region. Top level growth includes 75% increase in unique page views on the regional food and wine pages on the main portal and strong social media interaction including blogger uptake resulting in reach of more than 300,000 views. 

	Investigate initiatives to stimulate intrastate visitation through leveraging the high number of holiday homes and temporary residents in the region.
	
	The RTB has launched a ‘findyourway’ campaign targeted at Melbournians and holiday home owners, encouraging the hiring out of otherwise-underutilised properties.

	Continue to extend existing and develop new markets in shoulder seasons and low yield times.
	
	The RTB has established a business events bureau focused on shoulder and non-peak season growth. In the first year of its establishment, this bureau has won two major business conferences (with more than 50 delegates), run five industry development sessions for over 50 businesses, and attended all major business event conferences and expos in Melbourne.


	Murray

	Actions
	Timing
	2013-14 Progress

	Realise tourism infrastructure and product development to leverage the natural amenity of the Murray River, including:

· Upgrades to Murray River ports infrastructure through the Ports of Murray River strategy implementation

· Further development of the Mildura Riverfront, including an Aboriginal interpretative experience

· Development of an iconic adventure trail coving the length of the Murray River; and

· Diversification of the region’s accommodation offering.
	
	Construction of the Port of Echuca visitor centre has been completed and is open to the public (Stage One of the Port development). Stage One of the Mildura Riverfront development is in progress. Tourism Victoria has collaborated with local councils to prepare accommodation projects as part of the Mildura Riverfront Precinct.

Progress has also been made on the Ports of the Murray River strategy implementation. Funding has been secured for Stage 2 of Port of Echuca development, the Heartbeat of the Murray Swan Hill Pioneer Settlement, and the Koondrook Wharf development

Feasibility work is underway on the Murray Adventure Trail, including consideration of an implementation strategy.

Investment secured and construction underway for the redevelopment of Cadel on the Murray (upgrade to 4-Star), Moira Station (upgrade to 5-Star) and Moama on Murray (Eco-Tents).

	Develop nature based tourism infrastructure in the River Red Gum National Park.
	
	Feasibility work completed for nature-based tourism infrastructure associated with walking trails and visitor experiences aligned to the Murray River Adventure Trail.

	Leverage Victoria’s lead touring route position through the development of an iconic whole of Murray route
	
	Initial work completed providing seven sector-themed tours along the Murray River. A steering committee was established to explore opportunities and develop a whole-of-Murray tour from the source of the Murray in New South Wales through to the mouth in South Australia.

	Develop the region’s online presence through a common digital platform, encompassing e-marketing and e-booking, and including a mobile friendly site access
	
	Partnership funding secured to enable implementation of a whole-of-region digital platform. A digital agency has been engaged, with program implementation currently underway.

	Develop and implement an events strategy for the region
	
	Scoping of the events strategy has been finalised, and a consultant engaged to lead development.

	Continue to work with Destination New South Wales to address cross border issues
	
	Priority issues have been identified in consultation with stakeholders, including; licensing regulations, signage guidelines, development approvals and land use. Progress continues with both Destination New South Wales and the cross-border commissioner. 


	Phillip Island

	Actions
	Timing
	2013-14 Progress

	Advance discussion of the Cowes to Stony Point Ferry, ensuring adequate community engagement.
	
	Regional Tourism Board and Council established dialogue on options to progress Ferry project. The RTB has been consistently promoting the opportunities the Car Ferry project can deliver at various engagements with the community and council.

	Progress the proposed redevelopment of Cowes foreshore, including development of high quality, high end accommodation.
	
	Tourism Victoria assisted Council on the Cowes Activity Centre Project to identify tourism options in the town centre. The RTB members attended Tourism and Business sessions, and participated in meetings with the consultant.

	Maintain and improve the Phillip Island Nature Park to raise its profile as an internationally recognised visitor experience, whilst balancing the priorities of conservation, recreation and ecotourism.
	
	In March 2014 the Government announced additional  funding of $1.24 million to the Nobbies and Summerland Peninsula Tourism Expansion project to establish two new attractions on Phillip Island – a World Wide Fund for Nature state-of-the-art multimedia interpretative display, and a new Eco Boat Tour located in Cowes.

Tourism Victoria has also progressed discussions regarding a master plan for the Phillip Island Nature Park.

	Undertake a communication strategy that highlights the value of tourism to the local community
	
	The Phillip Island RTB has distributed regular media releases through local media and updates to Tourism and Business associations. The board has presented to Council and association members, and participated in community forums to represent and report on tourism. 

	Leverage the region’s proximity to Melbourne through continued participation in international marketing activities and Melbourne based tourism and business events
	
	Phillip Island RTB participated in a number of international trade and tourism events including Victorian Government Super Trade Missions to India, China and South East Asia, Australian Tourism Exchange (ATE )2014 in Cairns, Tourism Victoria’s UK /Europe Mission, Tourism Australia’s China Corroboree. 
The RTB also supported media and trade familiarisations from both domestic and international markets.


	Victoria’s High Country

	Actions
	Timing
	2013-14 Progress

	Investigate opportunities for further hero nature based investment and product development, including completion of the Falls to Hotham Alpine Crossing Master Plan, Falls Creek Altitude and Wellness Centre and Winton Wetlands.
	
	A master plan has commenced for the Falls Creek to Mount Hotham Alpine Crossing. The master plan will identify public and private sector investment opportunities to deliver a nationally significant alpine walking experience that includes overnight accommodation. Tourism Victoria is partnering with Parks Victoria, Regional Development Victoria (RDV) and Tourism North East to progress the project. 
Tourism Victoria is working closely with the Falls Creek Alpine Resort Management Board regarding the progression of the Falls Creek Altitude and Wellness Centre project.

Stage One of the Winton Wetlands project has commenced with the construction of the visitor centre about to begin.

	Encourage further development of small and boutique accommodation in sympathy with nature based assets around the region that provide visitors with personalised experiences.
	
	A number of potential investors have met with Tourism Victoria and local stakeholders to consider appropriate and environmentally sensitive developments that complement the region’s product strengths.

Local government in key nature based areas are beginning site identification work for nature based accommodation.

An accommodation investment information overview will be delivered to assist private sector investment in the 15/16 year.

	Assist resolution of impediments to the Mt Buffalo Chalet development.
	
	This project has reached the EOI/RFT process for Stage One upgrades, which consist of the construction of the visitor day centre and demolition works.

	Identify opportunities for experiential cultural heritage product, including a Ned Kelly tourism product offering in Glenrowan.
	
	Indigo Shire has relaunched their cultural heritage product, the Kelly Vault, part of the Beechworth Historic Precinct.

The local government proponent has put the Glenrowan project on hold. A cultural heritage revitalisation working group has been established and will begin meeting in early 2015.

	Update online booking by industry and leverage Regional Digital Platform to create stakeholder value.
	
	One on one and small group digital mentoring has commenced across the region. The Regional Digital Platform destination sites are 80 per cent complete.

Industry are expressing increased appetite for online booking solutions but there are barriers regarding complexity to engage channel management tools that need further training support.

	Examine opportunities to improve public and private transport linkages to and within the region
	
	The investment gap analysis has been prepared by the Regional Tourism Board to identify transport options for tourism in the region. A further cycle specific transport study Cycle Central has been completed.

Ongoing discussions are taking place with V/Line lobbying for bikes to be permitted on trains and buses.

	Continue focus on promoting snow season, cycling, adventure and iconic walks to international markets.
	
	Victoria’s Snowfields were promoted through travel packages targeting South East Asian markets, focusing on the range of activities that are available in the region.

High Country participation in the international mentoring program and ATE has taken place, with support given to Adventure Victoria to attend ATE.

Indigo Shire has delivered a study into the potential for growth in Chinese tourism to the area.

Tourism Victoria’s international team visited the High Country as part of their familiarisations for  The Victorian International Exchange (VIE).

	Increase communication of the cycle tourism product offering and increase facilitation of cycle related services, including development of a region-wide rail trail master plan
	
	A strong Murray to Mountains marketing campaign was undertaken in partnership with the Great Victorian Bike Ride, gaining over 1 million views of online video content. 

The Rail Trail Master Plan audit was completed. The North East Rail Trail Action Plan will be completed by June 2014.

The new High Country Cycle Guide delivered to market in 2014 with over 40,000 copies printed.


	Yarra Valley and Dandenong Ranges

	Actions
	Timing
	2013-14 Progress

	Evolve to an integrated peak Regional Tourism Body in cooperation with Yarra Ranges Council and local stakeholders that takes on a broader role, including industry and product development. 
	
	The Yarra Ranges Tourism (YRT) board includes four industry representatives, four skills-based members, a representative from Yarra Ranges Council, and a Chairperson. The board has developed a Strategic Plan, a One Year Action Plan, as well as Risk Management and Engagement Plans, and taking on broader role in guiding tourism planning and development across the region.

	Build a digital distribution infrastructure and develop the region’s tourism operators online e-marketing and e-booking capacity (including mobile commerce).
	
	A digital platform for the delivery of effective online content is under development. It incorporates fresh content, Smart Technology, is mobile responsive, and also offers search and booking features for accommodation and tours. The region has over 22,000 Facebook followers and has assisted industry to maximise social media through workshops and training.

	Support tourism infrastructure and product associated with the region’s leading product strength, food and wine, while improving strengths in nature based tourism product.
	
	Liaison with the private sector has occurred on a number of key private sector projects.

	Continue to leverage the region’s proximity to Melbourne, driving visitation through domestic marketing initiatives, including festivals and business events.
	
	The RTB has developed a Business Events working group of 22 industry members working cooperatively to market venues, accommodation and activities for conferences. An Events Attractions Strategy has been commissioned.

	Leverage the visiting friends and relatives market in Melbourne to showcase the region to interstate and international visitors.
	
	YRT has initiated market segment working groups developing product packages in market segments such as golf, gardens, arts and culture, and cider and ale. A campaign targeting VFR has been delayed until the packages are fully developed.

	Work with the industry to attract more overnight and mid-week international visitors from short haul markets, while leveraging the potential of the South East Tourism Triangle for long haul markets.
	
	The RTB has cooperatively with industry to participate in international trade events in USA, Europe and Asia. Cross-regional collaboration occurred with Phillip Island and Mornington Peninsula to promote Melbourne’s South East Triangle to encourage overnight stay. The region received 36% increase in overnight international visitors and second most visited region in international day visitors with 10% increase at year end September 2014.

	Continue to develop options for Puffing Billy to enhance the visitor experience and achieve a sustainable business model.
	
	Tourism Victoria, in partnership with the Emerald Tourist Railway Board, has developed a business case for further investment in Puffing Billy Railway. Exploration of sourcing funding for these investment projects is ongoing.
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